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Abstract

Theoretical background: Information overload (I0) occurs when information flow exceeds the information
needs. Nowadays 1O is perceived as a permanent feature of modern society. Undoubtedly, 1O is a negative
phenomenon due to its negative impact on consumer behaviour. Price information overload (PIO) is a spe-
cific type of 10. PIO is a phenomenon that can arise due to a change in EU law. The Omnibus Directive,
implemented in Poland as an EU member state, has created a new requirement for sellers to communicate
promotional prices. This requirement includes the lowest price in force 30 days before introducing the price
reduction (known as the omnibus price). PIO occurs when there is an excess of mandatory promotional
price information provided to the buyer.

Purpose of the article: This article attempts to introduce the concept of price information overload, which
has not been previously discussed in the marketing literature to the best of the author’s knowledge. The paper
also highlights the indirect consequences of implementing the Omnibus Directive in an EU member state.
Research methods: This article introduces a new type of information overload called “price information
overload” (P10O) and extends the concept of information overload (10). The article is a theoretical paper
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that presents PIO’s essence and some graphical representations. The author, who specializes in pricing,

developed the PIO concept by starting with the scientific literature on 10.

Main findings: The author posits that the Omnibus Directive does not inherently pose a risk of PIO,
but rather that sellers may inadvertently contribute to it through their pricing practices. The PIO concept
highlights the relevance and actuality of the 10 issue in communicating promotional prices. The idea of
being overwhelmed with too much price information is a practical concern. Consequently, the author
suggests that a potential deluge of price information be regarded as an element of a nuanced system of

price communication.

Introduction

Information plays a crucial role in the business process. However, with the in-
creasing volume of available information, it becomes overwhelming for individuals
and organizations to process. Undoubtedly, the increasing importance of information
is accompanied by the risk of information overload creating a crucial challenge for
both people and organizations (Klausegger et al., 2007). Information overload (10) is
seen as a potential problem for society due to the rapid growth of information being
produced (Jackson & Farzaneh, 2012). There is a general agreement that information
overload is an important topic. By some researchers, information overload is per-
ceived as one of the common “information pathologies” that is linked with a general

paradox of choice (Bawden & Robinson, 2009).

One mandatory piece of information a seller must provide to potential buyers is
the product price. Pricing is a key component of any marketing strategy (Greval &
Roggeveen, 2011). The extensive scientific literature on the reference price impor-
tance proves the effectiveness of presenting more than one price tag to emphasize
the offered advantage. Caution is required, however. This paper extends the concept
of IO by introducing a new type of information overload which is price information
overload (PIO). The goal of the article is to present the essence of this specific type
of information overload. A circumstance that justifies the presentation of PIO is
the implementation of the Omnibus Directive in Poland. As a member state of the
European Union, Poland was obliged to implement a Directive that took effect in
Polish law at the beginning of 2023. This Directive obliges sellers to provide specific
information when promoting prices. The mandatory information that must accom-
pany the promotional price is the lowest price that was in effect for 30 days before
the introduction of the price reduction. This lowest price is commonly referred to as
the “ommnibus price”. Almost every time! a discounted price is presented it must be

supplemented with information about the omnibus price.

' The amended Act (Ustawa o informowaniu o cenach towarow i ustug z 9 maja 2014 roku;
Dz.U.2023.168 t.j.) defines some exceptions to the requirement to present the lowest price in force during

30 days prior the price reduction.
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This article is theoretical. The author is familiar with the scientific regime of pre-
paring a conceptual article (Jaakkola, 2020), so it is not labeled as such. This article
attempts to introduce the concept of price information overload, which has not been
previously discussed in the marketing literature to the best of the author’s knowledge.
The paper also highlights the indirect consequences of implementing the Omnibus
Directive in an EU member state. It also highlights the indirect consequences of
implementing the Omnibus Directive in an EU member state. The article sheds light
on the issue of price communication as a topic that is increasingly relevant in practice

but has not yet been sufficiently studied (Krdamer, 2020).

The paper proceeds as follows: the next section discusses information overload,
its implementation in different marketing and non-marketing areas, and some nega-
tive consequences. The section that follows presents the essence of PIO with some
graphic explanations. The paper ends with a general discussion and conclusions.

Literature review

Some researchers noticed the first signs of 1O far back in history mentioning the
writer of Ecclesiastes (Bawden et al., 1999; Blair, 2011). Nowadays 10 is perceived
as a permanent feature of modern society (Gomez-Rodriguez et al., 2014). As the
researchers indicate, interest in 10 peaked in the 1980s and 1990s, the following
decades were characterized by a lower interest in this issue (Roetzel, 2019). The
literature reveals that although the problem of IO has existed for more than 50 years
(Mostak & Hoq, 2014), however, in recent years the problem has become more widely
recognized and experienced (Edmunds & Morris, 2000) due to rapid innovations in
information technology. Both the rise of the information-based economy and social
media are indicated as phenomena explaining the 1O growth (Belabbes et al., 2023).
Consumers are consequently faced with massive quantities of various types of infor-
mation that are accessible via a variety of media (Shachaf et al., 2016). Information
overload is a topic that is relevant to many disciplines, including medicine, social
sciences, marketing, computer science, education, and psychology (Edmunds &
Morris, 2000). The COVID-19 pandemic seemed to be a separate significant factor
intensifying the 10 phenomenon (Honora et al., 2022; Breyton et al., 2023; Baerg
& Bruchmann, 2022; Liu et al., 2021) which is part of the extensive literature on
the importance of 10 in the treatment process (Swar et al., 2017; Obamiro & Lee,
2019; Bink & Corrigan, 2022; van Ravensteijn et al., 2023). Information overload
is well described in various interesting marketing contexts such as virtual team
cooperation (Amponsah et al., 2022; Li & Yee, 2023; Miiller et al., 2023), job per-
formance (Karr-Wisniewski & Lu, 2010; Eliyana et al., 2020), social media (Sasaki
et al., 2016; Matthes et al., 2020; Gunaratne et al., 2020; Pang, 2021; Wu & Zheng,
2023), online/mobile buying (Chen et al., 2009; Soto-Acosta et al., 2014; Fang et

al., 2021), or website structure (Chen, 2018).
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According to Miller (1956), the human brain can process only a limited vol-
ume of information within a given time and the 10 problem should be linked with
a quantity of information exceeding human-information processing capacities. To
define the concept of 10, two issues should be pointed out. The first one refers to
the numerous synonyms? of this term, and the second issue is the unquestionable
difficulty in formulating one general definition of IO (Bowden et al., 1999; Bowden
& Robinson, 2020). Although for some authors communication overload refers to
a slightly different problem than information overload (Eliyana et al., 2020), usually

these two terms are treated as synonyms.

It is worth providing a theoretical framework for IO when analyzing the issue.
Cognitive load theory by Atkinson and Shiffrin (1968) suggests that the human
working memory is limited and information overload occurs when the amount of
information exceeds the working memory of the person receiving it (Graf & Antoni,
2021). Arnold et al. (2023) demonstrated the value of Daft and Lengel’s (1986) media
richness theory which highlights the information processing capabilities of media
in various communication settings and their inherent communication requirements.
In their initial paper, Daft and Lengel (1983) referred to the concept of information
richness, which was later known as media richness. Information richness, which is
a key term in that theory, should be considered concerning information overload.
According to Daft and Lengel (1986, p. 560), information richness refers to the extent
to which information can change understanding in a given time interval. In addition
to the information itself, the various possible communication channels may also
impact the information richness (Arnold et al., 2023). Thus, it may be beneficial to
examine differences in the P1O scale based on the sales channel in a multi-channel
sales environment. The concept of information overload can be also explored by
drawing on resource-matching theory (Anand & Sternthal, 1989) which explains
that the optimal decision-making process requires a balance between the available
cognitive resources and the mental resources required for the task (Jin et al., 2019).
To improve the efficiency and effectiveness of decision-making, it is important to
match current cognitive resources and required mental resources. Failure to do so

can result in poor decision performance (Mantel & Kellaris, 2003).

Overload of information takes place when information flow exceeds the infor-
mation needs (Eppler & Mengis, 2004). It refers to a condition in which the volume
of novel information exceeds the consumers’ capacity to process in a certain unit of
time (Bermes, 2021). As stated by Mahdi (2020), the concept of information over-
load refers to the difficulty of selecting relevant information whenever the content
and sources are increased. Bowden et al. (1999, p. 249) introduced a simple but still

2 Such as cognitive overload, sensory overload, communication overload, knowledge overload, and
information fatigue syndrome (Eppler & Mengis, 2004) as well as information overabundance, infobe-
sity, infoglut, data smog, information pollution, information fatigue, social media fatigue, social media
overload, information anxiety, library anxiety, info stress, intoxication, reading overload, information vi-

olence, and information assault (Bowden & Robinson, 2020).
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useful explanation that information overload occurs when “information received
becomes a hindrance rather than a help when the information is potentially useful”.
Subsequent definitions in more recent publications seemed to provide similar inter-
pretations (Benselin & Ragsdell, 2019). Explanations of the phenomenon of IO come
from psychology and marketing. Researchers have noted its objective and subjective
nature (Klausegger et al., 2007). Subjective IO refers to “subjective experience of the
insufficiency of time needed to make effective use of information resources available
in specific situations” (Lloyd & Hicks, 2022). Chapman et al. (2019) indicated, about
investors’ behaviour, that information overload arises not only because of increased
disclosure but also because decision-makers have limited time to process the infor-
mation they receive. Undoubtedly, 10 is a negative phenomenon due to its negative
impact on consumer behaviour (Sun et al., 2022). Due to the thematic area of the
article, it is worth pointing out the following issues:

— 10 hurts customer purchase intention (Soto-Acosta et al., 2014), causes the
buying decision to be more difficult to make (Vogrincic-Haselbacher et al., 2021),
prolongs decision-making time and damages the decision performance (Che et al.,
2019),

— 10 creates some negative emotions such as anxiety, stress, and dissatisfaction
(Hu & Krishen, 2019),

— 10 leads to poor decision-making and dysfunctional performance (Hu & Krish-
en, 2019),

— IO results in a decrease in interest in a specific issue (Dinu et al., 2024),

— IO makes prior information harder to recall (Hu & Krishen, 2019),

— 10 affects the ability to set priorities (Hu & Krishen, 2019),

— IO creates confusion (Chauhan & Sagar, 2023; Hu & Krishen, 2019),

— 10 causes a sense of exhaustion and fatigue due to energy usage (Pradhan,
2022; Zhou & Xie, 2023) or even depression or emotional tensions (Dhir et al., 2018),

— 10 prevents from processing information efficiently (Wu & Zhneg, 2023) and
creates fear of missing out on information (Dhir et al., 2018),

— IO creates higher perceived risk (Soto-Acosta et al., 2014),

— IO negatively impacts decision efficiency (Klausegger et al., 2007) and its
quality (Soto-Acosta et al., 2014),

— 10 impedes important information identification due to a large amount of
information (Vogrincic-Haselbacher et al., 2021).

Research methods

This paper is a theoretical piece that presents the concept of PIO, along with
some graphical representations. The focus of the paper is on one particular type of
information overload, which is PIO. The author, who specializes in pricing, developed
the PIO concept by starting with the scientific literature on 1O. Price is defined as the
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number someone puts on a product to help consumers decide whether or not to buy
it (Paczkowski, 2019). According to Simon (2015) as well as Simon and Fassnacht
(2019), price is the amount of money a buyer must pay for one unit of a product.
There are many other definitions of price, but they all refer to the numerical nature
of price, which is essentially numerical information. Price will always be a numerical
value regardless of its presentation, though there are many excellent papers on ways
of presenting prices (e.g. Coulter & Coulter, 2005; Coulter & Norberg, 2009; Feng
et al., 2017; Gong et al., 2019; DelVecchio et al., 2020; Jang et al., 2020; Hung et
al., 2021).

Results

The relationship between information load and information processing is usually
described as an inverted U curve that illustrates the consequences of 10: the quantity
of information increases until it reaches a point where its utility starts decreasing
(Soto-Acosta et al., 2014). Information overload occurs when decision-makers face
a level of information that is greater than their information processing capacity (Ro-
etzel, 2019). Information availability has a positive relationship with performance
until the optimum level is achieved (Delpechitre et al., 2019).

The author introduces the idea of PIO by analogy to the concept of the general 10.
Price information overload is a situation where there is an excess of price information
(price tags), making it challenging to evaluate the attractiveness of a specific prod-
uct s price. This can lead to difficulties in selecting relevant price information. PIO is
essentially linked to the concept of a reference price. Price evaluations are an important
factor in consumer decision-making. The concept of reference price helps to understand
how prices are evaluated (Niedrich et al., 2001). The significance of having a reference
point when evaluating the attractiveness of a price is widely recognized in existing
research (Chen et al., 2019; Hu et al., 2016; Zhang et al., 2019; Lowe et al., 2014).
Reference price is defined as a standard against which the purchase price of a product
is weighted (Monroe, 1973). It is the price using to compare the price of the product
considered for purchasing by consumers (Popescu & Wu, 2007). In light of the liter-
ature, the reference price can have many different bases (Bondos & Lipowski, 2022).

In the Introduction section, it was mentioned that the Omnibus Directive has
mandated an information requirement for sellers who offer price promotions. This
requirement entails that alongside the promotional price, the lowest price in effect 30
days before the price reduction must be displayed. Therefore, a new reference price
for the promotional price (so-called omnibus price) has been created under EU law.

It would be helpful to have a graphical representation to explain the concept of
PIO — Figure 1 and Figure 2. If a product has only one price which is a promotional
price, it may not be enough for a buyer to make an informed decision on whether it is
a good deal or not. This is called a shortage of price information. Ideally, a buyer should
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be provided with the actual price of the product as well as a useful reference point.
Before the Omnibus Directive, this reference point was called the “crossed-out price”
(when it refers to the regular price before the promotion). Under this Directive, it is now
called the “omnibus price” (when it refers to the lowest price in force 30 days before
introducing the price reduction). Sometimes, a seller may include voluntary reference
prices such as a regular price, outlet price, or price with a discount code alongside the
mandatory omnibus price. Such several price tags can create price information overload.

A Two price tags: Information
Actual promotional resources
price

Omnibus price OR
regular price

Information
needs

Three price tags or more:
Actual promotional price
Omnibus price
+
Regular price

Price +
information Outlet price
overload +
Savings level
+

One price tag:
Actual promotional
price

information
shortage

Information load (number of price tags)

Price information

>

optimum Time
Figure 1. Needs and price information load — the concept of price information overload

Source: Author’s own study based on (Wrzosek, 2005, p. 164).

Therefore, in the author’s opinion, the Omnibus Directive does not automatically
generate P1O. This new legal requirement defines (indicates) the basis for assessing
the price attractiveness of the discounted offer — the obligatory reference point (price)
is the omnibus price. From the legislator’s perspective, the omnibus price is a suffi-
cient (desirable) reference point in assessing the price attractiveness of a discounted
offer.* However, the sellers who do not want to resign from beneficial reference points
(prices) may unintentionally contribute to this unfavourable phenomenon (P10).

A related issue is information avoidance which is a common issue where users
intentionally ignore or avoid certain information due to various reasons such as lack
of time, effort, knowledge, or personal interests (Guo et al., 2020). One important
research question is whether buyers can ignore certain price tags and what potential
impact information avoidance has on PIO risk.

* According to the Office (UOKIK, 2023a), “the lowest price from 30 days before the discount is
now one of the most important pieces of information for consumers. It is the basis to which the current
promotion must refer. The obligation to provide it is intended to make it easier for buyers to make purchas-
ing decisions and verify the actual price advantage”.
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Two price tags:
Actual promotional price
+

Omni

Three price tags or more:
Actual promotional price
Omnibus price

+
Regular price

OR
Regula:r price

Decision efficiency

One price tag:
ctual promotional price

>

!
Price Price

. . . . Price .
information information . . Information
hort ) information load

shortage
& optimum overload

Figure 2. Price information load and decision efficiency

Source: Author’s own study based on (Wrzosek, 2005, p. 164).

Based on Figure 2, it can be observed that the presence of PIO leads to a de-
cline in decision-making efficiency, which is well-supported by existing research on
general price information. The vast amount of potentially useful and relevant data
available can hinder an individual’s ability to effectively utilize all of it. Having
a broad spectrum of information is crucial for effective and efficient activities (Gru-
bor, 2009). It is essential to note that the quality of information is just as crucial as its
quantity (Bawden & Robinson, 2009) or even more so. In Figure 2, both cases that
are not optimal are unsatisfactory. However, each case shows a different direction of
change in the level of decision efficiency — one increasing and the other decreasing.
Traditionally, uncertainty has been defined as the difference between the available
and required information. However, with the advent of vast amounts of data, there
is often an excess of information available. Instead of exceeding the optimal point,
the information should stop at the optimal level to maximize decision effectiveness.

Discussions

Despite the delay in implementing the Omnibus Directive in Poland, this new
regulation has brought significant changes to the existing practices of communicating
promotional prices. In the first few weeks of the Directive being in force, the Office of
Competition and Consumer Protection (Urzgd Ochrony Konkurencji i Konsumentow,
UOKIK) focused on educating the market, announcing further inspections and more
severe consequences for sellers in case of any noticed irregularities. The UOKiK
monitors the market systematically to ensure the correct implementation of the
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new regulations while taking into account the interest of the weaker party in each
transaction (consumers). It is worth noting that the UOKIK attempts to clarify any
doubts regarding the implementation of the Omnibus Directive, which is reflected
in substantive publications of the UOKIK (2023b). The UOKiK inspection in early
2023 uncovered several irregularities, primarily related to the presentation of price
information required by the new regulation. The following issues have been identified

regarding the presentation of sale prices by retailers:

— some retailers display the current sale price alongside a crossed-out price but

do not specify what the crossed-out price represents,

— other retailers provide both the current sale price and the crossed-out price, but
only explain that the crossed-out price is the lowest price of the product from 30 days

before the price reduction after the user clicks on a drop-down menu,

— some retailers use reference values other than the lowest price from 30 days
before the discount when presenting discounts (crossed-out price) and omitting the

lowest price altogether,

— finally, some retailers present information on the lowest price applicable in the
30 days before the price reduction in an illegible way, such as using unclear fonts,

colours, or contrast.

Retailers may have misrepresented promotional offers due to their lack of aware-
ness of the new regulations or as a conscious effort to limit the negative consequences
of implementing the Omnibus Directive. This Directive requires increased price
transparency, which could make price promotions less attractive. While the reference
price does not always benefit retailers, they should be cautious about the potential
threats arising from avoiding this regulation. One such risk is the overload of price
information. Some sellers have abandoned price reductions and opted for other
practices, such as offering a lower price when buying two or more products, which

are not affected by the Directive.

Conclusions

Retailers and manufacturers rely on price promotions to attract and retain cus-
tomers. The article presents the concept of P1O in the case of price promotion under
the Omnibus Directive. Price promotions are extremely popular thus the Omnibus
Directive should be implemented by so many sellers. It seems that the idea of being
overwhelmed with too much price information is a practical concern. The author
believes that a possible overload of price information should be viewed as a part
of a complex system of price communication. Historically, sellers have prioritized
the presentation of prices in various formats, often without considering the adverse
consequences of exhibiting an excessive number of prices for a single product. While
they have gained knowledge regarding the efficacy of reference prices, they must

acknowledge the potential hazards and take a moment to assess them.
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According to the author of this article, while the concept of PIO warrants ad-
ditional empirical research for confirmation, it is also deserving of greater consid-
eration. The author maintains that the theoretical construct of PIO is valuable and

underscores the importance of 10 in the domain of price communication.

References

Amponsah, S., van Wyk, M.M., & Kolugu, M.K. (2022). Academic experiences of ‘zoom-fatigue’ as
a virtual streaming phenomenon during the COVID-19 pandemic. International Journal of Web-Based

Learning and Teaching Technologies, 17(6).

Anand, P., & Sternthal, B. (1989). Strategies for designing persuasive messages: Deductions from the re-
source matching hypothesis. In P. Cafferata & A.M. Tybout (Eds.), Cognitive and Affective Responses

to Advertising (pp. 135-159). Lexington Books/D.C. Heath and Com.

Atkinson, R.C., & Shiffrin, R.M. (1968). Human memory: a proposed system and its control processes.
In K.W. Spence & J.T. Spence (Eds.), Psychology of Learning and Motivation: The Psychology of

Learning and Motivation: Advances in Research and Theory (pp. 89-195). Elsevier.

Arnold M., Goldschmitt M., & Rigotti T. (2023). Dealing with information overload: a comprehensive

review. Frontiers in Psychology, 21(14). https://doi.org/10.3389/fpsyg.2023.1122200

Baerg, L., & Bruchmann, K. (2022). COVID-19 information overload: Intolerance of uncertainty moderates
the relationship between frequency of internet searching and fear of COVID-19. Acta Psychologica,

224. https://doi.org/10.1016/j.actpsy.2022.103534

Bawden, D., Holtham, C., & Courtney, N. (1999). Perspectives on information overload. As/ib Proceedings,

51(8), 249-255. https://doi.org/10.1108/EUM0000000006984

Bawden, D., & Robinson, L. (2009). The dark side of information: Overload, anxiety and other paradoxes

and pathologies. Journal of Information Science, 35(2), 180-191.
https://doi.org/10.1177/0165551508095781

Belabbes, M.A., Ruthven, 1., Moshfeghi, Y., & Rasmussen Pennington, D. (2023). Information overload:
a concept analysis. Journal of Documentation, 79(1). https://doi.org/10.1108/JD-06-2021-0118
Benselin, J.C., & Ragsdell, G. (2016). Information overload: The differences that age makes. Journal of

Librarianship and Information Science, 48(3). https://doi.org/10.1177/0961000614566341
Bermes, A. (2021). Information overload and fake news sharing: A transactional stress perspective exploring
the mitigating role of consumers’ resilience during COVID-19. Journal of Retailing and Consumer

Services, 61, 102555. https://doi.org/10.1016/j.jretconser.2021.102555

Bink, A.B., & Corrigan, P. (2022). The impact of mental health information overload on community
education programs to enhance mental health-care seeking. Journal of Public Mental Health, 21(2).

https://doi.org/10.1108/JPMH-06-2021-0077

Blair, A. (2011). Information Overload’s 2,300-Year-Old History. https://hbr.org/2011/03/information-over-

loads-2300-yea

Bondos, I., & Lipowski, M. (2022). Consequences of the new reference price for multi-channel retailers after
lockdown due to SARS-CoV-2. Marketing i Rynek, 2. https://doi.org/10.33226/1231-7853.2022.2.3
Bowden, D., & Robinson, L. (2020). Information overload: An overview. In: Oxford Encyclopedia of

Political Decision Making. Oxford University Press.

Breyton, M., Schultz, E., Smith, A.B., Rouquette, A., & Mancini, J. (2023). Information overload in the
context of COVID-19 pandemic: A repeated cross-sectional study. Patient Education and Counseling,

110, 107672. https://doi.org/10.1016/j.pec.2023.107672

Chapman, K.L., Reiter, N., White, H.D., & Williams, C.D. (2019). Information overload and disclosure

smoothing. Review of Accounting Studies, 24, 1486—1522.
https://doi.org/10.1007/s11142-019-09500-4



Pobrane z czasopisma Annales H - Oeconomia http://oeconomia.annales.umcs.pl
Data: 14/01/2026 00:32:18

PRICE INFORMATION OVERLOAD AS AN INDIRECT CONSEQUENCE OF OMNIBUS ... 79

Chauhan, V., & Sagar, M. (2023). Healthcare decision making and choice: An empirical model of patient
confusion. Management Decision, 61(11). https://doi.org/10.1108/MD-11-2022-1488

Che, J., Sun, H., Xiao, Ch., & Li, A. (2019). Why information overload damages decisions? An explanation
based on limited cognitive resources. Advances in Psychological Science, 27(10).

Chen, Y.-Ch., Shang, R.-A., & Kao, Ch-Y. (2009). The effects of information overload on consumers’
subjective state towards buying decision in the internet shopping environment. Electronic Commerce
Research and Applications, 8(1). https://doi.org/10.1016/j.elerap.2008.09.001

Chen, M. (2018). Improving website structure through reducing information overload. Decision Support
Systems, 110. https://doi.org/10.1016/j.dss.2018.03.009

Coulter, K.S., & Coulter, R.A. (2005). Size does matter: The effects of magnitude representation congruency
on price perceptions and purchase likelihood. Journal of Consumer Psychology, 15(1).
https://doi.org/10.1207/s15327663jcp1501_9

Coulter, K.S., & Norberg, P.A. (2009). The effects of physical distance between regular and sale prices on
numerical difference perceptions. Journal of Consumer Psychology, 19(2).
https://doi.org/10.1016/j.jcps.2009.02.008

Daft, R.L. & Lengel, R.H. (1983). Information richness: A new approach to managerial behavior and
organization design. Organizations as information processing systems. Office of Naval Research
Technical Report Series. Texas A&M University.

Daft, R.L., & Lengel, R.H. (1986). Organizational information requirements, media richness and structural
design. Management Science, 32(5). https://doi.org/10.1287/mnsc.32.5.554

Delpechitre, D., Black, H.G., & Farrish, J. (2019). The dark side of technology: Examining the impact of
technology overload on salespeople. Journal of Business & Industrial Marketing, 34(2).
https://doi.org/10.1108/JBIM-03-2017-0057

DelVecchio, D., Wang, J.J., & Brigden, N. (2020). All at once or one at a time? The effect of simultaneous
versus sequential discount presentation on store patronage intentions. Psychology & Marketing, 37(6).
https://doi.org/10.1002/mar.21336

Dhir, A., Yossatorn, Y., Kaur, P., & Chen, S. (2018). Online social media fatigue and psychological well-
being — a study of compulsive use, fear of missing out, fatigue, anxiety and depression. International
Journal of Information Management, 40. https://doi.org/10.1016/j.ijinfomgt.2018.01.012

Dinu, V., Pelau, C., Lile, R., & Boghicevici, C. (2024). Pay or leave? The role of social media fatigue and
willingness to pay to avoid fake news in social networks use. Journal of Business Economics and
Management, 25(3), 516-530. https://doi.org/10.3846/jbem.2024.21604

Edmunds, A., & Morris, A. (2000). The problem of information overload in business organisations: a review
of the literature. International Journal of Information Management, 20.
https://doi.org/10.1016/S0268-4012(99)00051-1

Eliyana, A., Ajija, S.R., Sridadi, A.R., Setyawati, A., & Emur, A.P. (2020). Information overload and
communication overload on social media exhaustion and job performance. Systematic Reviews in
Pharmacy, 11(8), 344-351.

Eppler, M.J., & Mengis, J. (2004). The concept of information overload: A review of literature from or-
ganization science, accounting, marketing, MIS, and related disciplines. Information Society, 20(5).
https://doi.org/10.1080/01972240490507974

Fang, J., Liu, H., Li, Y., & Cai, Z. (2021). Retaining customers with in-store mobile usage experience
in omni-channel retailing: The moderating effects of product information overload and alternative
attractiveness. Electronic Commerce Research and Applications, 46.
https://doi.org/10.1016/j.elerap.2020.101028

Feng, S., Suri, R., Chao, M.C.H., & Koc, U. (2017). Presenting comparative price promotions vertically
or horizontally: Does it matter?. Journal of Business Research, 76(7).
https://doi.org/10.1016/j.jbusres.2017.01.003

Gomez-Rodriguez, M., Gummadi, K., & Schoelkopf, B. (2014). Quantifying information overload in
social media and its impact on social contagions. In Proceedings of the 8" International Conference
on Weblogs and Social Media. https://doi.org/10.48550/arXiv.1403.6838



Pobrane z czasopisma Annales H - Oeconomia http://oeconomia.annales.umcs.pl
Data: 14/01/2026 00:32:18

80 ILONA LIPOWSKA

Gong, H., Huang, J., & Goh, K.H. (2019). The Illusion of Double-Discount: Using Reference Points in
Promotion Framing. Journal of Consumer Psychology, 29(3). https://doi.org/10.1002/jcpy.1102

Graf, B., & Antoni, C.H. (2021). The relationship between information characteristics and information
overload at the workplace — a meta-analysis. European Journal of Work and Organizational Psychol-

ogy, 30(1). https://doi.org/10.1080/1359432X.2020.1813111

Greval, D., & Roggeveen, A.L. (2011). Evolving pricing practices: The role of new business models. Journal

of Product & Brand Management, 20(7). https://doi.org/10.1108/10610421111181813

Grubor, A. (2009). Global marketing decision support systems. Management Information Systems, 4(1).
Gunaratne, C., Baral, N., Rand, W., Garibay, 1., Jayalata, Ch., & Senevirathna, Ch. (2020). The effects of
information overload on online conversation dynamics. Computational and Mathematical Organization

Theory, 26. https://doi.org/10.1007/s10588-020-09314-9

Guo, Y.Y., Lu, Z.Z., Kuang, H.B., & Wang, C.Y. (2020). Information avoidance behavior on social network
sites: Information irrelevance, overload, and the moderating role of time pressure. International Journal

of Information Management, 52. https://doi.org/10.1016/j.ijinfomgt.2020.102067

Honora, A., Wang, K.-Y., & Chih, W.-H. (2022). How does information overload about COVID-19 vac-
cines influence individuals’ vaccination intentions? The roles of cyberchondria, perceived risk, and
vaccine skepticism. Computers in Human Behavior, 130. https://dei.org/10.1016/j.chb.2021.107176

Hu, H.-F., & Krishen, A.S. (2019). When is enough, enough? Investigating product reviews and information

overload from a consumer empowerment perspective. Journal of Business Research, 100.
https://doi.org/10.1016/j.jbusres.2019.03.011

Hu, Z.X., Chen, X., & Hu, P. (2016). Dynamic pricing with gain-seeking reference price effects. Operations

Research, 64(1). https://doi.org/10.1287/0pre.2015.1445

Hung, H.H., Cheng, Y.H., Chuang, S.C., Yu, A.P.I., & Lin, Y.T. (2021). Consistent price endings increase

consumers perceptions of cheapness. Journal of Retailing and Consumer Services, 61.
https://doi.org/10.1016/j.jretconser.2021.102590

Jaakkola, E. (2020). Designing conceptual articles: four approaches. AMS Review, 10
https://doi.org/10.1007/s13162-020-00161-0

Jackson, T.W., & Farzaneh, P. (2012). Theory-based model of factors affecting information overload. Inter-
national Journal of Information Management, 32(6). https://doi.org/10.1016/j.ijinfomgt.2012.04.006
Jang, J.M., & Park, E.Y. (2020). Location does matter: the effect of display locations of regular price and
sale price on consumers’ responses in comparative price advertising. International Journal of Adver-

tising, 39(7). https://doi.org/10.1080/02650487.2019.1687233

Jin, Z., Zhangwen, W., & Naichen, N. (2019). Helping consumers to overcome information overload with

a diversified online review subset. Frontiers of Business Research in China, 13(15).
https://doi.org/10.1186/s11782-019-0062-1

Karr-Wisniewski, P., & Lu, Y. (2010). When more is too much: Operationalizing technology overload
and exploring its impact on knowledge worker productivity. Computers in Human Behavior, 26(5).

https://doi.org/10.1016/j.chb.2010.03.008

Klausegger, C., Sinkovics, R.R., & “Joy” Zou, H. (2007). Information overload: a cross-national investi-

gation of influence factors and effects. Marketing Intelligence & Planning, 25(7).
https://doi.org/10.1108/02634500710834179

Kramer, A. (2020). The strategic value of price communication. Archives of Business Research, 8(5).

https://doi.org/10.14738/abr.85.8216

Li, B.(B).J., & Yee, A.Z.H. (2023). Understanding videoconference fatigue: a systematic review of dimen-
sions, antecedents and theories. Internet Research, 33(2). https://doi.org/10.1108/INTR-07-2021-0499
Liu, H., Liu, W., Yoganathan, V., & Osburg, V.-S. (2021). COVID-19 information overload and generation
Z’s social media discontinuance intention during the pandemic lockdown. Technological Forecasting

and Social Change, 166. https://doi.org/10.1016/j.techfore.2021.120600

Lloyd, A., & Hicks, A. (2022). Saturation, acceleration and information pathologies: the conditions that
influence the emergence of information literacy safeguarding practice in COVID-19-environments.

Journal of Documentation, 78(5). https://doi.org/10.1108/JD-08-2021-0162



Pobrane z czasopisma Annales H - Oeconomia http://oeconomia.annales.umcs.pl
Data: 14/01/2026 00:32:18

PRICE INFORMATION OVERLOAD AS AN INDIRECT CONSEQUENCE OF OMNIBUS ...

Lowe, B., Chan Fong Yee, F., & Yeow, P. (2014). Price promotions and their effect upon reference prices.
Journal of Product & Brand Management, 23(4/5). http://dx.doi.org/10.1108/JPBM-01-2014-0485
Mahdi, M.N., Ahmad, A.R., Ismail, R., Natiq, H., & Mohammed, M.A. (2020). Solution for information

overload using faceted search — a review. /[EEE Access, 8.

Mantel, S.P., & Kellaris, J.J. (2003). Cognitive determinants of consumers’ time perceptions: The impact of
resources required and available. Journal of Consumer Research, 29(4). https://doi.org/10.1086/346248
Matthes, J., Karsay, K., Schmuck, D., & Stevic, A. (2020). “Too much to handle”: Impact of mobile social
networking sites on information overload, depressive symptoms, and well-being. Computers in Human

Behavior, 105. https://doi.org/10.1016/j.chb.2019.106217

Miller, G.A. (1956). The magical number seven, plus or minus two: Some limits on our capacity for pro-

cessing information. Psychological Review, 63(2). https://doi.org/10.1037/h0043158

Monroe, K.B. (1973). Buyers’ subjective perceptions of price. Journal of Marketing Research, 10(February).

https://doi.org/10.2307/3149411

Mostak, K., & Hoq, G. (2014). Information overload: Causes, consequences and remedies: A study. Phi-

losophy and Progress, LV-LVI. http://dx.doi.org/10.3329/pp.v55i1-2.26390

Miiller, R., Schischke, D., Graf, B., & Antoni, C.H. (2023). How can we avoid information overload and
techno-frustration as a virtual team? The effect of shared mental models of information and commu-
nication technology on information overload and techno-frustration. Computers in Human Behavior,

138. https://doi.org/10.1016/j.chb.2022.107438

Niedrich, R.W., Sharma, S., & Wedell, D.H. (2001). Reference price and price perceptions: A comparison
of alternative models. Journal of Consumer Research, 28(3). https://doi.org/10.1086/323726
Obamiro, K., & Lee, K. (2019). Information overload in patients with atrial fibrillation: Can the cancer

information overload (CIO) scale be used?. Patient Education and Counseling, 102(3).
https://doi.org/10.1016/j.pec.2018.10.005

Paczkowski, W.R. (2019). Pricing Analytics: Models and Advanced Quantitative Techniques for Product

Pricing. Routledge.

Pang, H. (2021). How compulsive WeChat use and information overload affect social media fatigue and
well-being during the COVID-19 pandemic? A stressor-strain-outcome perspective. Telematics and

Informatics, 64. https://doi.org/10.1016/j.tele.2021.101690

Popescu, 1., & Wu, Y. (2007). Dynamic pricing strategies with reference effects. Operations Research, 55(3).
Pradhan, S. (2022). Social network fatigue: revisiting the antecedents and consequences. Online Information

Review, 46(6). https://doi.org/10.1108/0OIR-10-2020-0474

van Ravensteijn, S.G., Meijerink, M., Nijenhuis-van Schayk, R., Desar, LM.E., Bol, K.F., van Herpen,
C.M.L., & Verheul, H.M.W. (2023). The safety risk of information overload and bureaucracy in on-

cology clinical trial conduct. European Journal of Cancer, 183, 90-94.
https://doi.org/10.1016/j.ejca.2023.01.018

Roetzel, P.G. (2019). Information overload in the information age: A review of the literature from business
administration, business psychology, and related disciplines with a bibliometric approach and frame-

work development. Business Research, 12. https://doi.org/10.1007/s40685-018-0069-z

Sasaki, Y., Kawai, D., & Kitamura, S. (2016). Unfriend or ignore tweets?: A time series analysis on Japanese

Twitter users suffering from information overload. Computers in Human Behavior, 64.
https://doi.org/10.1016/j.chb.2016.07.059

Shachaf, O., Aharony, N., & Baruchson, S. (2016). The effects of information overload on reference librar-

ians. Library & Information Science Research, 38(4), 30 —307.
https://doi.org/10.1016/j.lisr.2016.11.005
Simon, H. (2015). Confessions of the Pricing Man: How Price Affects Everything. Springer.

Simon, H., & Fassnacht, M. (2019). Price Management: Strategy, Analysis, Decision, Implementation. Springer
Soto-Acosta, P., Molina-Castillo, F.-J., Lopez-Nicolas, C., & Colomo-Palacios, R. (2014). The effect of
information overload and disorganisation on intention to purchase online: The role of perceived risk

and internet experience. Online Information Review, 38(4), 543-561.
https://doi.org/10.1108/OIR-01-2014-0008



Pobrane z czasopisma Annales H - Oeconomia http://oeconomia.annales.umcs.pl
Data: 14/01/2026 00:32:18

{2 ILONA LIPOWSKA

Sun, Y., Zhong, Y., & Li, Q. (2022). Online communities and offline sales: considerations on visiting
behavior dimensions and online community types. Industrial Management & Data Systems, 122(7).

https://doi.org/10.1108/IMDS-01-2022-0033

Swar, B., Hameed, T., & Reychav, 1. (2017). Information overload, psychological ill-being, and behavioral
intention to continue online healthcare information search. Computers in Human Behavior, 70.

https://doi.org/10.1016/j.chb.2016.12.068

UOKIK. (2023a). Cena obnizona czy podwyzszona? — pierwsze zarzuty prezesa UOKIK po zmianach

przepisow. Komunikat UOKIK.
UOKIK. (2023b). Informacja o obnizce ceny. Wyjasnienia Prezesa UOKiK.

Vogrincic-Haselbacher, C., Krueger, J.1., Lurger, B., Dinslaken, 1., Anslinger, J., Caks, F., Florack, A., Bro-
hmer, H., & Athenstaedt, U. (2021). Not too much and not too little: information processing for a good
purchase decision. Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.642641

Wrzosek, W. (Ed.). (2005). Efektywnos¢ marketingu. PWE.

Wu, D., & Zheng, J. (2023). Social media overload, gender differences and knowledge withholding.

Kybernetes, 52(1). https://doi.org/10.1108/K-06-2021-0482

Zhang, S., Zhang, J., Shen, J., & Tang, W. (2019). A joint dynamic pricing and production model with
asymmetric reference price effect. Journal of Industrial and Management Optimization, 15(2).
Zhou, T., & Xie, Y. (2023). Understanding social media users’ information avoidance intention: A C-A-C

perspective. Aslib Journal of Information Management, 76(4).
https://doi.org/10.1108/AJIM-10-2022-0471


http://www.tcpdf.org

